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lovely surroundings and the good customer
experience we can offer,” he says. “We have
taken some elements of the Mercedes-Benz
experience and put it into Chrysler. In 2007,
we were number one in the world for CSI.”

But the association with Mercedes-Benz,
especially from the Daimler-Chrysler tie-up,
has raised expectations.

“Back in the old days, Jeep customers were
ruthlessly enthusiastic. They loved the product
and knew it inside out; they knew they were
buying into the American lifestyle,” Mr Harris
explains. “Now it’s a very, very broad brush
really. There are still some people who have
got to have Jeep but it’s become more
aspirational.

“Wrangler remains an icon. It’s a car
everybody wants and, now they’ve sorted the
engine, it’s going through a renaissance.
We’ve sold more Wranglers this year than in
the past three years.

“The Chrysler customers are different again.
The brand doesn’t really have a presence but
the cars fit into segments – for example, the
Grand Voyager pretty much wrote the profile

for upper-middle professional families. There
isn't anything else a Grand Voyager customer
wants to drive.

“And 300C is for people who want to make
a statement, want a bit of bling. People
couldn’t believe how much car they were
getting for their money.”

The launch of Delta and Ypsilon takes
Chrysler, through the Fiat expertise in smaller
cars, into new territory and new markets.
European styling, fresher interiors and, above
all, good fuel consumption should help
overcome some customer objections from the
past.

“The market is changing with a shift towards
smaller cars, city cars and it will be great to be
going in with a product freed of the things we
didn’t want to talk about – such as road tax,”
says Mr Harris.  “It was a bit like going into
battle with one hand tied behind your back.
Now we just want to get on with it.”

Author Rupert Saunders is editor of 
Auto Retail Bulletin

LOOKING FORWARD TO QUARTER 4?
After a challenging nine months the fourth quarter can be
viewed with either trepidation or confidence; it’s all in the
mind and it’s what leadership is all about.

One of the ways to give substance to a confident outlook is
to ensure that performance improves in areas of the
business that combine people and processes from different
departments. The sense of well being felt by managers
when they start doing things more effectively can spread
throughout their team.

An excellent area of potential exists in credit control. Here,
accounts staff can work closely with department managers
to ensure debt is collected more quickly and efficiently. Bad
debt can be avoided, debtor days can be reduced and it’s
always good to have more cash in the bank.

As with so many KPIs within a dealership, it’s easy to think
that a good performance can’t be improved upon.
However, identifying the people that influence the result and
the processes they undertake that contribute to
performance can illustrate what needs to be done to get
better.

People and processes are the cornerstone of KPIs.
Understanding the Key People Process Indicators (KPPIs)
that contribute to debt management can identify areas for
improvement at virtually every dealership in the country.
Debt management KPPIs include:

■ Credit controllers and operational management working
closely together by having access to and  reviewing debt
by ledger, account and record in real time

■ The same people maintaining an audit trail of activity by

recording issues and next actions to ensure efficient
collection of debt and minimal risk of bad debt

■ Uncollectable debt being quickly and clearly identified
and passed back to the individual responsible, via the
audit trail, to record and action outstanding issues

Nowadays most vehicle debtors occur with finance or
leasing companies. So having an easily accessible, clear
picture of these large outstanding debts enables proactive
contact before they become overdue. Many bad debts are
created when accounts which are either ‘On Stop’ or have
poor payment history are allowed credit. If this information
is easily available, these occurrences can be prevented at
source. 

As with all effective processes, management need an
overview combined with drill down capability to individual
accounts and records. Time spent running and printing
reports, handwriting past or future actions and arguing over
the accuracy of data is valuable time wasted.

Even if you are happy with your debtor KPIs, it might be
worth understanding your debtor KPPIs because, if the
latter can be improved, the KPI will naturally follow. You
maybe surprised at what your business can achieve - and
your people will be motivated by working with improved
processes. Bring on the fourth quarter!

This editorial was supplied by Barry Cooper,
managing director of Cooper Solutions
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